In the last decade, the concepts of customer satisfaction and customer retention have gained increasing importance in both online and off-line businesses. The primary objective of the present study is intended to ascertain the factors that affect online consumers' satisfaction in Taiwan. In it, information quality, system quality, service quality, product quality, delivery quality and perceived price have been identified and taken as the antecedents of user satisfaction. The present study, too, holds the key to unravelling how these factors may influence online consumers' satisfaction. A survey was conducted with 390 Taiwan's university undergraduates who had online purchase experience. Multiple regression techniques were used to verify the overall model fit and to illustrate online customers' satisfaction. The results showed that online consumers' satisfaction was positive and significant affected by information quality, system quality, service quality, product quality, delivery quality and perceived price at significant P <0.01 level. Moreover, delivery quality was the most important factor and followed by product quality. The evidence generated in the present study suggests that e-commerce operators should pay more attention on the product sourcing, and cooperate with the delivery supplier to provide a higher delivery quality such as correct order, on time, and safety package. The implications of this finding, among others, are thoroughly discussed in the concluding section.
Introduction
Online customer retention has attracted considerable attention in recent years, partly because it serves as a means of gaining competitive advantage [28] . When a customer is satisfied with a particular internet store, he or she is more likely to shop there again [15] . Therefore, concepts of both customer satisfaction and customer retention have become increasingly important to online and off-line businesses. It is important to understand the factors that drive consumers' satisfaction and their choice of the online channels [8] .
Kolter [17] pointed out that the buying process includes problem/need recognition, information search, evaluation of alternatives, purchase decision, and post-purchase behavior. Satisfaction is the consequence of the customer's experience during various purchasing stages. Online customer shopping experience is based solely on online stores' information because of a lack of physical contact [23] . Therefore, information as well as system and service quality may influence customers' satisfaction during the information-search stage and shoppers' purchase decisions.
